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The aim of the article is to identify and examine the main thematic paths 
shaping the strategic approach in the research on the management of museums. 
The study was based on a systematic review of scholarly papers using 
a bibliometric method and a qualitative content analysis. The investigation 
included theoretical and empirical research papers indexed in the Scopus 
and Web of Science databases. Based on the collected information, three 
main thematic paths were identified, i.e. a stream focused on issues related 
to financing museums, a second path focused on the management structure, 
and a final client-visitor oriented approach. The obtained results enabled the 
identification of significant research gaps with reference to the competitive 
environment analysis of museum units. 
Keywords: museum, strategic management, museum management, strategic 
approach. 
1. Introduction 
Contemporary museums have been the subject of research across varied 
disciplines. Scholars have explored museums as educational, cultural, and 
even entertainment institutions, and as organizations that integrate society, 
conduct promotional and marketing activities, and operate as tourist 
attractions. According to developed lines of enquiry, museums can build 
and strengthen the identity of its stakeholders, those who are involved in the 
internal activities of the organization such as employees, funders, and those 
who are not considered as formal members of the organization - suppliers and 
clients (Lindqvist, 2012; Scott & Lane, 2000). Despite the observed increase 
in interest in museums as organizational units in which complex management 
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processes occur, there has been a noticeable paucity of studies on museum 
management, especially regarding a strategic approach. Given the specificity 
of the museum institution, in terms of its distinct structure and activity profile, 
directing research attention to this type of organization in order to explore the 
strategic management perspective can be considered as a valuable challenge. 
The aim of this article is to identify and analyze the main thematic paths 
shaping the strategic approach in the museum management field. The research 
was based on a systematic review of the subject literature using a bibliometric 
method and a qualitative content analysis. The article is organized as follows: 
Section 2 presents the methods and research design used. In Section 3, the 
results of the systematic literature review are presented. A discussion on three 
main research paths that have been identified is included in Section 4. The 
study closes with conclusions and avenues for further research on the strategic 
perspective in museum management. 
2. Methodology 
The analysis of the extant scholarship on museum management was carried 
out using a systematic review of the literature. It allowed us to capture the 
main trends of development in a given thematic area and to determine relations 
between demarcated paths of enquiry (Czakon, 2011; Haustein & Lariviere, 
2015). In addition, a systematic literature review provides the basis for 
identifying research gaps (Tranfield, Denyer & Smart, 2003; Sisson & Ryan, 
2017; Roszkowska-Menkes, 2017). Nevertheless, considering the recognized 
limitations of the bibliometric method (Haustein & Lariviere, 2015) the 
conducted research also included a qualitative content analysis. The search 
was conducted within two major databases to ensure the completeness of the 
work set. The selected Web of Science and Scopus databases are generally 
considered highly comprehensive for scholarly work (Roszkowska-Menkes, 
2017). The data were extracted on April 7, 2018. 
As part of the adopted procedure, the search for literature items was narrowed 
down to the thematic area defined as: business, management, and accounting. 
This restriction was aimed at minimizing the risk of including publications in 
which the main line of discussion does not draw from nor contribute to the 
management field. Reviews, editorials, and in-press publications were excluded 
from the search. Moreover, the study also included an additional criterion 
referring to the impact and prestige of scholarly journals. This filter was based on 
the Journal Citation Report ranking (2017) and covered the 30 highest indexed 
journals in the field of management. 
Key words used in the search were defined in a preliminary study, aimed at 
providing an overview of the general state of research on museum management. 
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During that initial stage, a "snowball" method was used - a bibliography from one 
article indicated subsequent publications, which were then analyzed. The journals 
examined included, among others: Museum Management and Curatorship, 
Journal of Cultural Economics, Nonprofit Management & Leadership, Public 
Management Review, Strategic Management Journal, Academy of Management 
Journal, and Organization Studies. A thorough review of the gathered scholarly 
works, as well as materials publicized by museum institutions, allowed us to 
construct a conceptual map for the study (Sisson & Ryan, 2017). 
The main study was built around the central category of museum, being 
the very subject of the research. Other thematic terms included: strategy, 
management, organization, finances, funding, economy, audience and visitors 
(Table 1 ). The selected thematic terms refer directly to the main areas of museums' 
functioning recognized in the literature. The organization and management 
categories are considered basic for the defined research area. Numerous studies 
have emphasized the organizational and managerial challenges associated with 
the change in the way museums work - more and more often they operate in 
parallel as institutions that cultivate culture and art, and as service organizations 
that conduct commercial activities. Nevertheless, the management category has 
been applied primarily in the context of managing collections and exhibits, and 
less frequently in classical business terms. The funding keyword covers aspects 
related to financial resources received from public and private organizations 
(including entities recognized as founders). On the contrary, the term 'finances' 
relates more broadly to the general assessment of the economic status of 
museum institutions. Studies referring to the economy term have presented 
considerations regarding both key problems, the acquisition of financial 
resources and formulas for managing the funds received from private and public 
entities. Moreover, this category allows us to link museums with two emerging 
concepts: experience economy and culture economy. These two last terms shift 
the attention toward customer relations. Given the specificity of the museums' 
value proposition, audience stands out as an important category, which refers 
to the concept of "audience development' and more generally recognizing 
museums as social spaces. A growing body of research has highlighted the 
reorientation of museums from object-focused towards people-centered. The 
term visitors conveys a broader meaning, embracing not only people who come 
to museums but also people visiting other cultural and entertainment places. 
However, the visitor classifications and characteristics of activity barriers have 
also been applied to the museum space. 
The search for scientific articles followed the use of phrases consisting of 
the central category and the thematic terms: museum & management, museum 
& organization, museum & finances, etc. Phrases were sought in the titles of 
publications, abstracts and keywords and subject terms. Considering that at the 
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preliminary research stage a limited number of publications had already been 
observed, it was decided in the main study not to introduce a time frame for 
searching. The oldest studies identified date back to 197 4 (Figure 1 ). The research 
sample obtained for the bibliometric analysis consisted of 233 publications. 
Publications were further examined to determine whether museums stand for the 
main research object and whether the discussions truly build on the management 
concepts. The sample was narrowed to a set of 81 items, which were subjected 
to a qualitative content analysis. 
3. Identification of research paths 
The research sample included 233 publications. The distribution across the 
defined categories is presented in the table below (Table 1 ). Indicators presented 
in the next-to-last column show the total number of publications from Scopus 
and Web of Science, after exclusion of repeated results in both databases. The 
collected data indicate a relatively limited interest in museums as research 
objects in the field of management. Moreover, the evidenced difference in the 
number of publications among title, abstract and keywords criteria suggest 
that museums have often been ref erred to in the wider context of analysis, 
as one of several examples and not the main object of enquiry. Overall, the 
number of studies collected for each category proved to be relatively modest. 
This is particularly evident in relation to the most prestigious management 
journals on the JCR list. Nonetheless, several defined categories, i.e. visitors, 
management, organization and strategy obtained a significantly higher 
number of indications than the other terms. 
The aggregate data obtained from the Scopus and Web of Science databases 
were ordered according to the date of publication. The results were presented 
in a graphical form to enhance further analysis (Figure 1). Given that the search 
procedure did not include a predefined timeframe, the date 1974 on the chart 
indicates the year of publication of the oldest works identified in the study. The 
time distribution of publications has shown a particularly dynamic growth in the 
number of studies related to categories: strategy, management, organization, 
visitors. Nevertheless, other categories have also exhibited an increase in 
indications. Since 2010, the emerging concepts of museum experience, 
experience economy and consumer satisfaction have been gaining growing 
attention. For finances and funding categories it can be noticed that a growing 
interest has been directed toward issues related to funding sources, as opposed 
to the problem of a general assessment of the economic status of museums. The 
growth dynamics observed in recent years (2008-2018) supports the assumption 
that museum management can be considered a relatively new research area. 
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Table 1. Basic bibliometric indicators 
Scopus Web of Science, 
JCR top 
30 mana-
Abstract+ 
Scopus+ WoS gement 
title keywords title Topic 
MUSEUM and 7 39 3 22 69 STRATEGY 
MUSEUM and 
ORGANIZA- 4 48 1 24 71 
TION 
MUSEUM and 
MANAGE- 11 54 4 24 82 
MENT 
MUSEUM and 
2 7 0 3 13 F1NANCES 
MUSEUM and 
1 11 0 2 15 ECONOMY 
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The next stage of the analysis included a thorough verification of the 
context of use for each defined category. 77 publications were excluded 
from an in-depth context analysis due to limited access to the main body of 
the article. During the context analysis, 75 studies were rejected because of 
marginal references to the defined categories. Finally, the analysis covered 
81 publications from the Scopus and Web of Science databases ( duplicated 
works were excluded). The results we obtained allowed us to draw connections 
between categories defined in the conducted research (Figure 2). The graphic 
illustration of links has been based on the number of studies in which abstracts 
have included a certain combination of the given categories. The thickness 
of the line reflects the strength of the connection measured by the number of 
publications. It has been observed that identified configurations have been 
supported by a relatively small number of studies, but this was mainly due to 
the fact that the entire set of scholarly works on museum management (area: 
business, management, accounting) has been limited (Table 1). 
Figure 2. Relations between categories 
The developed map of linkages has allowed us to identify relatively strong 
relationships that stand out from the others in terms of the number of supporting 
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publications, i.e. strategy - visitors, economy - visitors, management - strategy, 
strategy - organization. Nevertheless, considering not only the intensity 
(number of publications per relation) but also the extent of connections (number 
of relations for a given category), funding has also been included in the group 
of strongly related categories. Undoubtedly, strategy has represented the central 
category within the constructed map. The intensity and extent of links have 
formed the basis of a departure point for further examination of lines of enquiry 
presented in the collected studies with the use of a qualitative content analysis. 
The analysis allowed us to organize the insights into three main research paths 
focused on financing, organization and management, and customer relationships. 
4. Analysis of identified research paths 
The conducted analysis included both quantitative indicators (individual 
categories, relations between categories) as well as a detailed verification 
of the context of use of the defined categories (Sisson & Ryan, 2017). As 
the result of the analysis, three main, interrelated research paths have been 
identified, i.e. a stream focused on issues related to financing museums, 
a second path focused on the management structure and a final client-visitor 
oriented approach. The following sections present key insights regarding 
those paths. 
4.1. Financing 
In studies that have highlighted the issue of financing, the discussions have 
revolved around the problem of structuring funding sources, broken down into 
the public and private sectors. By and large, funds received from governmental 
institutions account for more than half of all financial resources museums 
have, hence museums are strongly dependent on those funds (e.g., Woodward, 
2012; Gilmore & Rentschler, 2002). The extant literature has emphasized 
the problem of insufficient amount of funds received, and consequently the 
necessity to look for additional sources of income (e.g., Vicente, Camarero 
& Garrido, 2012; Mej6n, Fransi & Johansson, 2004; Barron & Leask, 2017; 
Konrad, 2013). The amount of support received depends on several factors 
including museum age and collection value (Hughes & Luksetich, 1999). From 
a strategic management perspective, research on the relationship between 
structural features (size, ownership status) and the level of innovativeness 
of museums is of particular interest. Published results have indicated that 
publicly financed museums tend to invest more resources in organizational 
innovations, e.g., those related to the digitization of catalogs, databases 
(Vicente et al., 2012). On the other hand, investments in technologies used in 
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creating visitor-experience tend to be similar in publicly funded institutions 
and those financed from their own funds (Vicente et al. , 2012). It has been 
argued that faced with problems regarding insufficient financing, museums 
can take advantage of such additional financing opportunities as publications, 
space rental, a museum shop or a cafe (e.g. , Hutter, 1998). 
The abovementioned expanded portfolio of financing possibilities has 
been discussed in the context of custodial orientation, sales orientation and 
customer orientation ( e.g. , Camarero & Garrido, 2009). The custodial approach 
has been focused on traditional research activities and care for the high artistic 
value of the organization and the quality of its resources. Thus, it has been 
emphasized that the main resource of the museum are exhibits, those available 
at exhibitions and also those stored in special conditions. Museum institutions 
show visitors only selected exhibits, while a large number of them must be stored 
in warehouses. Custodial activity, i. e. protection, maintenance, identification, 
quality assessment and placement of the resource in the appropriate context, 
also refers to the problem of resource erosion and the assessment of ambiguous 
resources. Considering the fact that the core museum activity is and should 
be a collection of exhibits, the management of such organizations can be 
approached with the resource-based view (RBV) (Najda-Janoszka, 2016; Le 
Breton-Miller & Miller, 2015). In the custodial orientation, financial issues 
have been increasingly discussed with reference to the management model 
of the event-driven museum (Greffe, Krebs & Pflegier, 2017). According 
to that model, the organization of temporary exhibitions represents the key 
component and an important strategic challenge. Hence, studies discussing 
the financial security of such temporary-projects have focused primarily on 
issues of media promotion and sponsorship (Greffe et al. , 2017). The second 
of the abovementioned orientations has introduced a quite different approach. 
Sales orientation has concentrated on the three main objectives pursued by the 
museum, namely the acquisition of recipients, encouragement to repeat visits 
and competition with other providers of a cultural offer (Camarero & Garrido, 
2009). That orientation focuses on expanding the range of additional services, 
e.g. , opening a museum store, a restaurant. The last of the three approaches, 
i.e. customer orientation, puts visitors at the center. Hence, the attention has 
shifted towards the needs of visitors and the challenges related to adapting 
the message to the visitor' s profile (Camarero et al. , 2009). The problem of 
raising funds has then been considered in the context of tasks performed in 
order to improve the level of visitor satisfaction. 
It has been emphasized that possibilities for implementing a chosen 
approach are conditioned by both the range and importance of the museum' s 
collection, and the characteristics of its key assets and audience (Greffe et al. , 
2017). Museums having smaller, narrowly defined collections are not expected 
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to host large groups of domestic tourists or those arriving from abroad. Although 
museums are often linked with the tourism industry (Najda-Janoszka, 2013), 
only a few have the opportunity to become a popular tourist attraction, a so­
called branding museum (Silderberg, 1995; Greffe et al., 2017). Nevertheless, 
recent studies have discussed a unique feature of local museums, which is 
more difficult to verify in large organizations, namely strong relationships with 
local communities (e.g., Burton & Griffin, 2006). Hence, for local museums, 
researchers have proposed a model known as empowering the local community 
(Greffe et al., 2017). The problem of choosing an appropriate orientation for 
raising additional revenues has been discussed with regard to the strategic 
and tactical level of management - tasks performed by museum directors and 
curators. However, the review of published empirical studies has indicated 
that the main, almost exclusive, source and filter of information remain the 
directors of museum institutions (Woodward, 2012). 
Based on the literature review, it can be concluded that within the financing 
perspective, the most recommended approach has been a combination of 
a custodial and commercial orientation (e.g., Evans, Bridson & Rentschler, 
2012). It has been argued that despite the observed different impact on the 
performance of the museum in the social and economic dimension, both 
orientations can be regarded complementary. In particular considering the 
challenges faced by museum institutions that have to be simultaneously 
places of study, entertainment, social integration and the proper storage of 
cultural and scientific heritage. However, scholars have also highlighted the 
fact that museums have a reduced flexibility in terms of the possibility to 
change offers according to market needs and trends (Camarero & Garrido, 
2009). In addition, the problem of combining custodial and commercial 
orientation requires a particularly careful interpretation of the mission and 
vision of a given museum (Camarero & Garrido, 2009). Meanwhile, numerous 
publications have presented detailed characteristics of the task-and-skill 
profiles of museums, while there has been a lack of in-depth studies introducing 
a dynamic perspective and focusing on the complex implementation process 
of a chosen strategic option (O'Hagan, 1998; Reussner, 2003). 
4.2. Management structure and organization 
A second research stream identified as a result of the qualitative content 
analysis refers to the management structure dimension. The extant literature 
has differentiated museum institutions according to the level of organizational 
independence and the extent of a decisional centralization (Vicente et al., 2012). 
Accordingly, the line department organization is dependent on the governing 
body and does not have a budgetary independence. The directors of such 
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organizations are appointed through government bodies or in accordance with 
the procedure applicable to public positions. In the case of the ann's length 
institution, a museum is managed by trust councils that have their own legal 
status and set out the main lines of operation of such museum (Vicente et al., 
2012). Given that public funds are usually granted for a period of one year, there 
are possibilities to diversify resources. Museums defined as private ownership 
belong to and are managed by private individuals or companies. They are 
fmanced directly by the owners or from generated revenues. Other types 
discussed in the literature are represented by non-profit-making or charitable 
organizations, which are financed through a combination of public and private 
fmances, yet with a leading source being donations. Such museums are managed 
by fiduciary councils, but collections and buildings are owned by museums 
(Vicente et al., 2012). It is also worth mentioning, that some studies have referred 
to an interesting type labeled as a corporate museum. Such museums belong 
to a particular company, and operates with the aim of presenting its history to 
employees, guests or a broader public (e.g., Nissley & Casey, 2002). 
Further, several studies have drawn attention to the impact of political 
factors on the museums' management style (e.g., Camarero & Garrido, 2009). 
It has also been observed that people involved in museum administration do not 
always want to clearly define their actual activities, preferring instead a relative 
ambiguity on the matter (O'Hagan, 1998). In such a vague environment it is 
almost impossible to assign an appropriate cost to certain functions. Hence, 
managers can be more flexible while implementing tasks and can more 
freely follow the agenda of their own or of a certain group of stakeholders 
(O'Hagan, 1998). Researchers have emphasized that museums have become 
entities that operate as both non-profit organizations and service-organizations 
which thoroughly and systematically study the attendance at their facilities 
(Bater, Rouewendal, Wedel, 2005). However, it has also been emphasized 
that, despite the fact that public museums can perform commercial activities, 
the profits gained can only be used for purposes fully compliant with the so­
called statutory goals (e.g., Mej6n et al., 2004). Given such a limitation, the 
extant scholarship elaborating on management issues has most often referred 
to a general categorization of private and public museums. 
4.3. Customer relationships 
According to the results obtained, the area of marketing activities and relations 
with customers has been the most widely described in the literature on the 
subject. For many researchers, the point of departure has been the recognition 
of museums as places where the local identity as well as social capital can be 
shaped and strengthened. Discussions have also included the issue of museum 
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brand identification by analyzing its components, i.e. products, people, 
organizational links (branding museum - Greffe et al., 2017). Given the general 
product categories, i.e. basic and extended, the collections and exhibitions have 
been referred to the first one, and the services such as educational programs, 
museum stores to the latter (Pusa & Uusitalo, 2014). According to a growing 
body of research, the key task for museum managers has become creating 
and transferring public value to the society by showing a positive impact on 
the individual and collective life of citizens (e.g., Weinberg & Lewis, 2009). 
However, the mere possession of a rare exhibit has not been considered 
sufficient to decide about public value. It has been argued that public value 
is interlinked with the mission of an organization, and implies a combined, 
positive impact of art, history and science on the lives of citizens. Furthermore, 
recent works have suggested that traditional functions of museums no longer 
become sufficient justification for financial support (e.g., Vom Lehn & Heath, 
2016). Growing expectations have been related to a deeper engagement of 
audiences and promotion of education. Hence, researchers have shifted their 
attention from the exhibit-orientation towards the visitor-orientation when 
discussing the main approach to creating exhibitions. As mentioned earlier, 
managerial options observed in museums include custodial orientation, sales 
orientation, customer orientation and a combined business and custodial 
approach (e.g., Camarero & Garrido, 2009, Reussner, 2003). According to 
the presented lines of enquiry customers have become the central category of 
interest. To make the viewer/customer engaged and interested in the museum' s 
offer, the key task is to gather relevant and rich information about the needs, 
motives, behavior of the customer beforehand ( e.g., Goulding, 2000). Audience 
research has been conducted in the United States since the beginning of the 
20th century, while in Europe it developed almost a century later (Cerquetti, 
2011 ). The use of market research and the concept of developing a museum as 
a guest-oriented institution have been receiving growing scholarly attention, 
in particular in the context of the strategic level of museum management 
(Reussner, 2003). Drawing on the social function of museums, an increasing 
consideration has been directed toward the concept of social inclusion - with 
regard to the cultural, political, economic and pure social dimensions (Azmat, 
Fujimoto & Rentschler, 2015). At the risk of exclusion are usually people with 
various types of disabilities, as well as addicts, groups from different cultural 
and ethnic backgrounds. The problem of social exclusion and inclusion in 
a special way relates to the concept of "audience development,"  which was 
developed in the 1990s in political circles. The concept was built on the 
idea to make culture available to all people (Kawashima, 2006). In studies 
elaborating on building relations with visitors, the emphasis has been put on 
participation, i.e. concentrating the activity on the recipients, by enabling them 
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to construct individual meanings and providing them opportunity to express it 
(Knudsen, 2016; Simon, 2010). Based on observed practices, researchers have 
distinguished several models of participation, such as contribution projects, 
collaborative projects, creative cooperation and "guest" models (e.g. , Simon, 
2010). The common ground across those models has been the elevation of 
the audience with the top management in the background stage. Also, in the 
so-called "superstars" museums, characterized by top-attractiveness, broad 
audiences and the most intensive promotion in tourist guides, this participative 
approach has been considered the most effective (Johnson & Thomas, 2008, 
Greffe et al. , 2017). Faced with the transformation of the environment and 
the need to take promotional measures, museums may also apply the idea of 
market repositioning toward entertainment (Kotler & Kotler, 2000). A form 
that differs from the classic museum, but clearly highlights the entertainment 
aspect, is a museopark, which is a combination of a museum with an amusement 
park. Researchers have been discussing thematic strategies for developing the 
appropriate cultural and scientific profile of such entities (Mencarelli & Pulh, 
2012). The entertainment direction, together with the social work orientation 
and the focus on museum experience improvement, has been considered viable 
and promising directions for developing the audience (Kotler & Kotler, 2000). 
Another concept discussed with regard to the problem of building 
relationships with visitors has been the experience economy and the experience 
marketing (e.g. , Mencarelli & Pulh, 2012; Pine & Gilmore, 1998). Accordingly, 
the exhibition stands for only a part of the entire museum experience. Hence 
improvements relate also to other services and amenities provided. Museum 
experience embraces a wide range of emotional, physical, spiritual and 
intellectual elements - the more senses involved in a particular experience, the 
stronger the memory (e.g. , Balloffet, Lagier & Courvoisier, 2014). Drawing on 
the principles of the experience economy, a coherent composition of a series 
of interrelated experiences and the emotional involvement of visitors, have 
become the key managerial task in museums (Pine & Gilmore, 1998). In 
studies discussing museum experience, it has been emphasized that every single 
visitor comes to an institution with a specific individual context, as no one is 
completely neutral (Pine & Gilmore, 1998). Moreover, according to the recent 
studies, regardless of whether the leading concept is participation, creation 
of experience, social inclusion or entertainment enhancement, museums can 
function as interactive places. In that context, interaction involves establishing 
a direct connection with visitors and requires physical involvement on their 
part. Although major discussions have revolved around the usage of multimedia 
for creating interactive exhibitions, technology has not been considered 
a prerequisite of interaction (e.g. , Balloffet, Lagier & Courvoisier, 2014). 
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On the basis of the conducted literature review, it can be concluded that the 
museum management area has been receiving growing scholarly interest. The 
results obtained have shown a considerable number of studies referring to the 
categories of visitors, management, organization and strategy within the core 
components, i.e. abstracts and key-terms. The gathered general data suggest 
that museum management can be considered as a relatively new research area 
since the total number of studies has been relatively modest, but the growth 
rate has increased greatly in recent years. However, it is also important to 
underline, that nearly one-third of the articles in the research sample have 
referred to the strategic perspective in museum management in a rather 
cursory manner, indicating a rather early stage of exploration. A further in­
depth analysis of 81 publications allowed us to draw links between the basic 
categories defined in the conducted research. The central position of strategy 
and strong relationships for the categories of organization, management, 
visitors, funding have been confirmed. Drawing on the intensity and extent 
of identified links, a qualitative content analysis was conducted. As a result, 
three main interrelated research paths have been identified - first one focuses 
on issues related to financing museums, the second one revolves around the 
management structure and the final one follows the customer-visitor approach. 
Nevertheless, the analysis has revealed a general shortage of in-depth research 
into the strategic approach in museum management. Presented analyzes have 
indicated attempts to define criteria, formulate goals and plans; however 
only in a relatively narrow, limited way referred to a comprehensive strategy 
and long-term horizon of operation. Only a few studies have introduced 
a truly strategic perspective of managing a museum unit (Reussner, 2003, 
V arbanova, 2013). The strategic context has usually appeared when discussing 
the organization of larger exhibitions, which are planned about four years 
in advance. The results obtained from the analysis indicated a significant 
research gap in the recognition of the competitive environment of museums. 
The influence of a macro-environment, i.e. political, social and economic 
factors, on the situation of museums, has been quite broadly explored, while in 
the context of a micro-environment only the category of clients has gained the 
wider attention of researchers. The analyzes that have been presented provide 
interesting insights regarding detailed characteristics of people visiting 
museums, as well as barriers to participation in cultural activities. However, 
there has been a lack of studies exploring other factors of the competitive 
environment, i.e. competitors, suppliers, substitutes, complementary goods 
and services. Identification of these factors and verification of their impact on 
museums becomes a key challenge for the research on the strategic perspective 
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of museum management. It can be regarded as a promising and valuable future 
avenue of exploration. A partial access to a large part of the studies included 
in the sample can be considered as a limitation of the research calling for 
a careful interpretation of results, as well as for a continued exploration using 
additional collections of scientific literature. 
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